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INTRODUCTION 
 
Although consumers understand that pro-
environmental  behavior has significant 
contribution in preserving the environment, 
nevertheless consumers' attention and 
interest are in fact not always followed up in 
subsequent actions. In fact, 53 percent of 
consumers in Brazil, Canada, China, France, 
Germany, India, the United Kingdom, and the 
United States are concerned about 
environmental issues but are unwilling to 
move actively to protect the environment 
(Bonini et al., 2008). This difference raises 
the question of what factors are considered 
important for consumers to get them to be 
involved in pro-environmental  behavior. This 
also relates to questions about how their pro-
environmental  behavior (e.g. buying green 
products), thinking and behaving pro-
environmental  practices (e.g. recycling 
activities). 
Several studies have been conducted to 
investigate pro-environmental  behavior from 
the perspective of impact-oriented or intent-
oriented behavior (Gatersleben et al. 2002; 
Kok et al., 2006; Park & Ha, 2011). Impact-
oriented perspective defines pro-
environmental  behavior as "the extent to 
which people's consumption behavior can 
influence the availability of materials or 
energy from the environment, changing 
structure and dynamics the ecosystem or the 
biosphere itself ”(Stern, 2000, p. 408). 
Researcher uses this view and investigates 
the causes of widespread environmental 
change, through direct community 
involvement (e.g. disposal of household 
waste, forest destruction) as well as indirect 
causes (e.g. international policy and national 
environment, commodity prices on world 
markets, and tax policy) (Vayda, 1988; 
Gatersleben et al. 2002;  Kok et al., 2006). 
In contrast, researchers who use intent-
oriented perspectives (e.g. Schultz and 
Oskamp, 1996; Van Lange et al., 1998; 
Kaiser, 1999). regard pro-environmental  
behavior as a result of individual decisions. 
This view is generally generated by 
examining aspects of consumer psychology 
with an emphasis on understanding what 
factors predict behavior that supports 
environmental conservation. Therefore, this 
study focuses on community trust, motives, 
and intentions that lead to certain behavioral 
targets. 
Impact-oriented and intent-oriented are 
related to non-environmental pro-activity 
behavior both in the public and private 
spheres (Stern, 2000). Impact oriented 
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behavioral perspectives emphasize on non-
activity behavior related to a person's 
concern for environmental sustainability 
shown in public spaces (e.g. being a member 
of environmental conservation organizations, 
involvement with environmental 
organizations, support for public policies such 
as higher taxes for environmental protection, 
and support / acceptance environmental 
regulation), while the intent-oriented 
perspective relates to individual behavior that 
is compatible with pro-environmental  
behavior. 
From a behavioral perspective in the 
private sphere, Stern (2000) defines pro-
environmental  behavior as all kinds of 
friendly behavior and saves the use of 
materials or energy from the environment. 
Steg and Vlek (2009, p. 309) refer to pro-
environmental  behavior as "behavior that 
causes the least amount of damage to the 
environment, or even supports environmental 
preservation". Both definitions share the idea 
that consumer behavior protects or causes 
less environmental damage than using 
alternative products (not environmentally 
friendly). Pro-environmental  behavior that is 
within the personal sphere, for example the 
behavior of purchasing goods / services for 
personal and household purposes (such as 
gasoline for vehicles, electricity for 
households), the use of items related to the 
environment (e.g. heating and cooling at 
home), waste disposal household, and green 
consumerism (for example buying recycled 
products and organic food). The terms 
sustainable consumption, pro-environmental  
behavior, environmental behavior, 
environmentally sustainable behavior, and 
environmentally friendly behavior are often 
used interchangeably (e.g. Thøgersen and 
O'lander, 2003). In this study, pro-
environmental   behavior refers to the 
purchase, use, and disposal of waste and 
consumer household products in ways that 
can preserve the environment (Stern, 2000). 
The two types of pro-environmental behavior 
that most often done by an individual / 
household are recycling and purchasing 
green products. Recycling is the performance 
of consumers to sort their own goods that can 
be re-used and avoid the disposal of 
consumables goods to preserve the 
environment. 
Previous research on pro-environmental 
behavior has shown several different 
patterns. First, many researchers have 
identified those focused on important 
psychological factors that influence pro-
environmental   consumer behavior (e.g. de 
Groot and Steg, 2007; Fielding et al, 2008; 
Ohtomo and Hirose, 2007). Their research 
resulted in several degrees of consensus 
regarding key motivational factors (e.g. 
attitude and normative influences). 
Furthermore, many researchers have 
developed various scales to measure 
consumer perceptions and / or green 
consumption behaviors, such as the social 
responsible consumption scale (Webb et al, 
2008), environmental attitudes for 
adolescents (Kaiser et al., 2007), and 
environmental concern scale (Snelgar, 2006). 
Although many research of pro-
environmental behavioral often be conducted, 
empirical research that examines individual 
differences in key psychological factors 
related to behavioral responses is rarely 
conducted. 
This study is intended to further explore 
the purchasing behavior of people who have 
begun to grow their awareness of the 
environment from their psychological 
aspects. This study tries to investigate from 
the psychological side of consumers 
themselves. The results of this study will 
further explain in a comprehensive and in-
depth manner of consumer care for the 
environment through the purchase of green 
products and recycling activities. 
Specifically this study aims to answer the 
question 1) Are the key psychological factors 
(cognitive attitudes, affective attitudes, social 
norms, and personal norms) in pro-
environmental   behavior (recycling) 
significantly different between the two groups 
of consumers, namely those who shop for 
green products (green product purchasers 
and those who don't (non-green product 
purchasers)? 2) Are these psychological key 
factors positively related to intentions to pro-
environmental   behavior practices? 
 
LITERATURE REVIEW AND 
HYPOTHESES DEVELOPMENT 
 
Determinants of pro-environmental  
behavior 
 
In previous findings, the researchers regard 
pro-environmental  behavior both individually 
and in group as behavior that was motivated 
by the previous desired outcome (de Groot 
and Steg, 2007) or as pro-social behavior 
(Ohtomo and Hirose, 2007; Stern, 2000). 
Both viewpoints take a somewhat different 
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approach to predict the socio-psychological 
motives of pro-environmental  behavior 
(Bamberg et al., 2007): previously taken from 
rational theory (e.g. planned behavior theory, 
Fishbein and Ajzen, 1975), while the second 
depends on the norm activation model. 
Meanwhile several studies (e.g. Bamberg et 
al, 2007 & Aertsens et al., 2009) chose to 
combine the two points of view as a better 
model because pro-environmental   
consumer behavior is based not only on 
attitude variables related to the expectancy-
value model / for example planned behavior 
theory), but also by normative beliefs that are 
manifested in the form of norms and social 
identities (Bamberg et al, 2007). This study 
focused on two types of attitudes (cognitive 
and affective attitudes) and two types of 
norms-based on trust (social and personal 
norms) (Aertsens et al., 2009) as discussed 
later. 
First, cognitive attitude is a person's 
evaluation of attitudes towards a particular 
object (for example recycling) which comes 
from one's cognition / thinking (Eagly et al., 
1994). Cognitive attitudes can be obtained 
from two components of belief. First is the 
probability of someone's subjective behavior 
that will produce a desirable behavior that 
can meet the expected value. In addition to 
cognition-based attitudes, several previous 
studies have shown the importance of taking 
a person's feelings-based evaluation of object 
attitudes (i.e. affective attitudes) in predicting 
behavior (Burns and Neisner, 2006; Hunter, 
2006). Affective attitude towards recycling 
refers to a set of emotions in relation to the 
attitude of the object, namely recycling. 
Second, social norms concern how other 
significant thoughts, one should behave that 
lead to certain behaviors. This concerns the 
perceived social pressure to perform or not 
perform certain behaviors and is a 
multiplication function of motivation to comply 
with social pressures and the possibility of 
social approval for certain behaviors (Ajzen 
and Madden, 1986). 
Third, personal norms constitute one's 
personal normative beliefs and one's 
expectations around one's own behavior, 
which take self-interest and the interests of 
others. As an obligation to increase certain 
behaviors, one's personal norms become 
stronger (Schwartz, 1977). 
Finally, recycling intentions are thought to 
be the next behavioral indicator in response 
to pro-environmental   practices. The 
intention of recycling in this study refers to 
consumer commitment or willingness to be 
involved in recycling. 
Although consumers understand that pro-
environmental   behavior has significant 
contribution in preserving the environment, 
nevertheless consumers' attention and 
interest are in fact not always followed up in 
subsequent actions. Increased awareness of 
environmental sustainability has occurred in 
many countries such as Brazil, Canada, 
China, France, Germany, India, Britain and 
America, but unfortunately this has not been 
followed up with concrete action). This 
difference raises the question of what factors 
are considered important for consumers to 
get them to be involved in pro-environmental 
behavior. This also relates to the question of 
how their pro-environmental   behavior 
(purchasing green products), thinking and 
behaving pro-environmental   practices 
(recycling). 
Previous research on pro-environmental 
behavior has shown several different 
patterns. First, many researchers have 
identified those focused on important 
psychological factors that influence pro-
environmental   consumer behavior (e.g. de 
Groot and Steg, 2007; Fielding et al, 2008; 
Ohtomo and Hirose, 2007). Their research 
resulted in several degrees of consensus 
regarding key motivational factors (e.g. 
attitude and normative influences). 
Furthermore, many researchers have 
developed various scales to measure 
consumer perceptions and / or green 
consumption behaviors, such as the social 
responsible consumption scale (Webb et al, 
2008), environmental attitudes for 
adolescents (Kaiser et al., 2007), and 
environmental concern scale (Snelgar, 2006). 
Although many and often pro-environmental 
behavioral studies are conducted, empirical 
research that examines individual differences 
in key psychological factors related to 
behavioral responses is rarely conducted. 
 
Green products and non-green product 
consumers  
 
In the setting of pro-environmental behavior, 
consumers can be divided into two groups 
with respect to their participation in 
consuming green products: green products 
and non-green product consumers. Green 
product consumres are those who 
deliberately buy recycled products and / or 
organic foods, while  non-green products 
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consumres are those who currently do not 
buy green products / services. 
Research on pro-environmental behavior 
has shown that consumers exhibit different 
types of beliefs, attitudes, and behaviors. 
Overall, pro-environmental   consumers, 
compared to apathetic consumers, tend to 
store higher pro-social and pro-environmental 
values (Stern et al., 1995), eco-centric values 
(Gilg et al., 2005), altruistic (attitudes 
prioritize the interests of others) and are more 
open to change (Stern et al., 1995). In 
addition, people who engage in broader pro-
environmental behavior to preserve the 
environment are a consequence of their 
behavior (Vining and Ebreo, 1992), which in 
turn promotes normative belief activities, and 
behavioral intentions. For example, 
Thøgersen and Olander (2003) show that 
consumers with strong personal norms have 
a higher tendency to maintain their pro-
environmental   behavior than others. Based 
on previous research and role theory, this 
study predicts that, in contrast to consumers 
who buy traditional products and do not yet 
have experience or commitment to pro-
environmental   behavior, consumres who 
have experience and behave that are pro-
environmental   (e.g. purchasing green 
products) will have a degree of greater than 
cognitive attitudes, affective attitudes, social 
norms, personal norms, and greater intention 
to behave pro-environmental   (for example 
recycling). 
 
H1: There are significant differences in 
psychological characteristics between 
green product consumers and non-green 
products consumers. More specifically, 
green product consumers have stonger 
(a) cognitive attitudes (b) affective 
attitudes (c) social norms (d) personal 
norms towards and (e) stronger intentions 
to buy eco- friendly products compared to 
non-green product consumers. 
 
The correlation between attitudes, 
norms, and behavioral intentions 
 
The second objective of this study is to 
examine the relationship between these 
psychological factors. This research is 
focused on the recycling process conducted 
by consumers as pro-environmental 
behavior. Recycling behavior has received 
tremendous attention in recent years, from 
consumers, businesses and local 
governments, perhaps because of proven 
synergistic success. For example, research 
has shown that recycling plays a catalytic role 
in stimulating the participation of pro-
environmental   consumer behavior 
(Whitmarsh and O'Neill, 2010). This study will 
prove that recycling intentions are influenced 
by cognitive attitudes, affective attitudes, 
social norms, and personal norms.  
Planned behavior theory suggests that 
attitude is a critical predictor of the intention 
to do something. The positive relationship 
between the two has been confirmed in 
various contexts of eco- friendly behavior, 
such as electricity and gas usage (Fujii, 
2006), littering and purchasing organic 
products (Jackson, 2005). As such, it is 
assumed that this relationship will be 
consistent in the case of recycling. Consumer 
intention to recycle tends to be a function of 
both cognitive and affective attitudes. As for 
cognition based attitudes, consumers 
evaluate recycling based on the potential 
benefits or desired outcomes compared to 
costs. Recycling also involves emotion-based 
evaluation (i.e. affect-based attitude) such as 
altruistic behavior that is often performed 
such as blood donation (Rosenhan et al, 
1981; Piercy and Nikala, 2009). Recycling is 
considered altruistic behavior (Smith et al, 
1994), which is related to the welfare of 
others, including the environment of present 
and future generations. Therefore: 
 
H2. Cognitive attitude is positively 
related to the intention to buy green 
products 
 
H3. Affective attitude is positively related 
to the intention to buy green products 
 
Researchers have emphasized the 
important role of norms in predicting a 
person's pro-environmental behavior (e.g. 
Ohtomo and Hirose, 2007). Based on 
research which states that combining social 
norms and personal norms can increase the 
explanatory power of pro-environmental   
consumer behavior (Aertsens et al., 2009) 
this research is focused on social norms and 
personal norms, which together influence the 
intention of recycling. 
First, consumers tend to adhere to social 
norms because they fear social pressure and 
/ or because their role models provide 
guidance on appropriate or beneficial 
behavior in society (Bamberg et al., 2007). As 
a result, the greater a person's social 
pressure to recycle, the more likely that 
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person will behave as desired. Second, when 
personal norms of behavior are activated, it 
will impact on a strong sense of moral 
obligation to the desired behavior (Schwartz, 
1977), which in turn will affect the behavior of 
intention. A consumer who has a strong belief 
that recycling is the right thing to do will 
strengthen his intention to recycle. Empirical 
evidence shows that consumers' intentions 
towards pro-environmental   behavior depend 
on social norms (e.g. Hansen, 2005) as well 
as personal norms (Bamberg et al, 2007). 
Therefore: 
 
H4. Social norms are positively related to 
recycling intentions. 
 
H5. Personal norms are positively related 
to recycling intentions. 
 
METHODS  
 
The survey was conducted by going to and 
meeting face to face. this study used a 
questionnaire distributed to 300 people in 
three big cities in Indonesia, namely 
Jogyakarta, Solo and Semarang. Of 300 
questioners distributed, 289 of them were 
returned. As much as 12 questionnaires were 
not processed because many items were not 
answered (blank). Samples were taken using 
a purposive sampling method, which 
considers the balance of their personal 
characteristics such as age, sex, education, 
occupation, and their experience in buying 
green products. 
The definition, measurement, Cronbach 
apha of construction in this study are as 
follows; Personal norms are measured using 
three questions from Vining and Ebreo (1992) 
(α=0.924). Social norms (three items) 
(α=0.863), cognitive attitudes (five items) (α= 
0.915), and behavioral intention to recycle 
(three items) (α=0.87) were assessed using a 
scale from Fielding et al. (2008). Affective 
attitude was measured using four questions 
adopted from Kidwell and Jewell (2008) (α= 
0.894) and modified for this study. All 
questions were scored on a seven-point 
Likert scale (7 = strongly agree), except for 
cognitive attitudes whose items were rated on 
a seven-point semantic differential scale.  
Respondents were grouped into green 
products and non-green product consumers 
by asking whether they were buying eco- 
friendly products if possible. Those who say 
"yes" are grouped to green products 
consumers, while groups of non-green 
products consumers answer "no". 
To test the validity of each indicator 
questionnaire will be used factor analysis and 
to test the reliability, Cronbach Alpha is used. 
The results of the factor analysis are shown 
in Table 1. Data analysis consists of three 
stages: first, confirmatory factor analysis 
(CFA) to evaluate the measurement model of 
research variables, validity, and reliability; 
second, multivariate analysis of variance 
(MANOVA) to test H1 which formulates 
differences in psychological factors between 
green product  and non-green product   
consumers; and the last, multiple regression 
analysis to test H2-H5 which predicts the 
relationship between cognitive and affective 
attitudes, social and personal norms, and 
recycling intentions. In addition to building the 
reliability of the CFA, internal consistency of 
the multi-item scale was assessed using 
Cronbach's alpha estimation. 
The result of factor analysis by the 
principal component analysis method 
extracting manifest variable into four factors 
based on the Eigen value. The cumulative 
percentage level of contribution of all 
research factor variables was 80.491%. 
Giving the name of each factor has been 
determined beforehand considering the 
purpose of factor analysis for this research is 
to make sure whether the questions raised 
really represent the desired construct of the 
variable. 
 
RESULTS AND DISCUSSION 
 
Respondents consisted of 152 (55.1%) men 
and 124 (44.9%) women, the most of them 
ranging from 31 to 40 years old (40.8%). 
Resident domicile spread in Solo 93 people 
(33.7%), 88 (31.9%) people in Yogyakarta, 
and 95 people (34.4%) in Semarang. The 
majority of the sample (63%) have the 
intention to purchase green products or carry 
out environmentally friendly activities such as 
recycling. 
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Answering the first research objective, 
namely whether psychological key factors 
(cognitive attitudes, affective attitudes, social 
norms, and personal norms) in pro-
environmental   behavior (recycling) differ 
significantly between the two groups of 
consumers, namely those who shop for green 
products (green  product consumers) and 
those who don't (non-green product 
consumers)?" are obtained Multivariate 
Analysis test (MANOVA) as shown in Table 
1. 
The MANOVA results confirmed the 
existence of significant differences in 
cognitive attitudes (F = 75.598; p = 0,000), 
affective attitudes (F = 98.635; p = 0,000), 
social norms (F = 21.523; p = 0,000), and 
personal norms (F = 206.799; p = 0,000), 
between residents who care about 
environmental sustainability and those who 
are apathetic. Thus the first hypothesis H1 is 
supported. Pro-environmental   residents 
have a degree of cognitive attitude (H1a), 
affective attitude (H1b), social norms (H1c), 
and personal norms (H1d) that are higher 
than citizens who are apathetic towards the 
environment. This findings supports Biddle, 
1986; Eagly et al., 2000; Park & Ha, 2012 
which has succeeded in classifying 
consumers based each with different 
participations in pro-environmental 
consumption, manifest different psychological 
characteristics.  
Answering the second question, "Are 
these psychological key factors positively 
related to the intention to buy environmentally 
friendly products?" As well as testing H2 to 
H5, multiple regression analysis was used. 
To test the second hypothesis "H2. 
Cognitive attitude is positively related to the 
intention to buy green products "by using a 
regression test that has a significant effect 
(beta = 0.026, p = 0.006). This shows that 
one's intention to buy green products is 
influenced by the perceptions, beliefs and 
stereotypes that individuals have about 
something. Buying green products is a 
representation of what individuals believe. In 
their minds have also been patterned about 
the importance of consuming green products. 
For example, they think that they need to 
start using detergent soap and other 
household products that have an eco-friendly 
label, that consuming eco-friendly products is 
wise, recycling is an activity that needs to be 
done, and buying eco- friendly products is 
beneficial. 
To test the third hypothesis "H3. Affective 
attitude is positively related to the intention to 
buy green products "using the regression test 
obtained a significant effect (beta =0.038, p = 
0.000). This shows that one's intention to buy 
green products is influenced by their 
character and behavior such as feelings, 
interests, attitudes, emotions, and values. 
Consumers feel happy when they can 
recycle the items they already use. They feel 
happy doing activities that support 
environmental preservation. Consumers who 
are pro-environmental   also feel that the eco-
friendly car program has recently become a 
topic that has long been discussed as a 
 
Table 1. 
MANOVA 
 
Source Dependent Variable df Mean 
Square 
F 
Purchase 
Intention 
Cognitive attitudes 1 451,842 75,598*** 
Affective attitudes 1 854,839 98,635*** 
Social norms 1 92,985 21,523*** 
Personal norms 1 798,723 206,799*** 
                   Notes: * ** p: 0.00 
 
Table 2. 
Regression Analyses 
  
 B S.E. t 
1 (Constant) -,294 ,138 -2,133* 
 Cognitive attitudes ,026 ,010  2,766** 
 Affective attitudes ,038 ,007  5,681*** 
 Social norms ,000 ,011  0,015 
 Personal norms ,087 ,010  9,080*** 
Notes: * p: 0.05; * * p : 0.01; *** p : 0.00 
Dependent Variable: Purchase Intention 
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positive thing. They also feel satisfied by 
consuming rice, organic vegetables. 
To test H4. "Social norms are positively 
related to the intention to buy environmentally 
friendly products" by using a regression test 
obtained insignificant influence (beta =0.000, 
p =0.988). This shows that the intention of 
someone to buy green products is not at all 
influenced by others (although highly 
respected) and the pressure of the 
environment or the surrounding community. It 
could also be translated that, residents do not 
yet have real examples of people they admire 
and are proud of in terms of environmental 
activities. For example religious leaders, 
community leaders in the local area, officials, 
idol artists etc. that has become a trend setter 
not yet or not providing examples relating to 
environmental preservation. They rarely get 
advice, direction, advice, or real examples 
that can be copied from admirable figures. 
To test H5. "Personal norms are positively 
related to the intention to buy eco-friendly 
products" using a regression test obtained a 
significant effect (beta =0.087, p =0.000). 
Pro-environmental   residents feel they have 
a strong personal obligation to protect the 
environment. They are willing to re-use items 
such as plastic bags for shopping. Besides 
that guilt also arises when disposing of items 
that can pollute the environment, in fact the 
item can actually be re-used. 
Among the determinants of purchasing 
eco-friendly products, personal norms are the 
highest factors (t = 9.080; P = 0.000) followed 
by affective attitude (t = 5.681; p = 0.000) and 
finally affective attitude (t = 2.766; p = 0.006). 
This finding supports previous research 
which found that socio-psychological 
characteristics would influence their 
commitment to the environment (Gilg et al., 
2005; Stern et al., 1995; Park & Ha, 2012). 
This finding yields also support for Aertsens 
et al. (2009) and Osterhus (1997), who 
showed that combining social and personal 
normative influences would advance existing 
knowledge about determinants of consumers’ 
pro-environmental behavior. 
 
Discussion  
 
Consuming eco-friendly products in a 
sustainable manner will benefit consumers, 
retailers, and the environment 
simultaneously. Therefore it can be proven 
how important it is to help consumers engage 
in pro-environmental   behavior clearly (e.g. 
Williams et al., 2010). To identify ways to 
encourage pro-environmental   consumer 
behavior, this study has explored: how 
different types of consumers relate to pro-
environmental   behavior (green product and 
non-green product consumers) in their 
psychological aspects. Psychological factors 
examined in this study are cognitive attitudes, 
affective attitudes, social norms, personal 
norms, and intention to buy eco-friendly 
products. 
Findings of this study make important 
theoretical contributions. First, this study 
adds to the external validity of role theory by 
showing its application in the context of pro-
environmental   consumer behavior 
(recycling) (Biddle, 1986; Eagly et al, 2000). 
This study proves that two groups of 
consumers, each with different participation 
in consumption and pro-environmental   
behavior. They also have different 
psychological characteristics in other pro-
environmental   behaviors such as recycling. 
More specifically, like buyers of eco-friendly 
products have better cognitive and affective 
attitudes. Pro-environmental   consumers 
have social impulses and personal 
obligations, and a greater desire to buy green 
products than consumers who are apathetic. 
These results are in line with those stated by 
role theory, which positions that different 
groups of people are influenced by roles that 
are shown with different behaviors (Eagly et 
al., 2000). 
Second, regarding the findings discussed 
earlier, this study contributes to the literature 
on pro-environmental   consumer behavior by 
differentiating consumer groups through their 
commitment to pro-environmental   practices. 
Buyers of green products and non-green 
products have different levels of attitude, 
perceptions, and willingness to carry out pro-
environmental   activities. These results imply 
that consumers with prior experience or who 
have committed to pro-environmental   
practices can easily support other pro-
environmental   disciplines by comparing with 
consumers without similar experience or 
commitment. This study also supports 
previous research which states that the level 
of consumer commitment to the environment 
varies depending on their socio psychological 
characteristics (Gilg et al., 2005). 
Third, consumers' desire to consume eco-
friendly products depends on their cognitive, 
affective, and personal norms. This result 
does not support the findings of Aertsen et al. 
(2009), which has combined personal and 
social norms as a strong factor influencing 
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pro-environmental   behavior. While in this 
study, only personal norms are very 
influential on pro-environmental   behavior, 
but not on social norms. Probably, the 
respondents in this study have not found a 
figure that are able to influence them to care 
more about the environment. Likewise, the 
residents around them live also have not 
been able to provide significant pressure to 
them to behave in a pro-environmental   
manner. This means that pro-environmental   
behavior is still at the level of personal 
interests and not yet common interests 
(social). 
In a business view, these results provide 
important information to retailers with very 
useful information such as how to use 
resources effectively to develop 
sustainability. Marketing and product 
development strategies that emphasize on 
the attributes of cognitive and affective 
attitudes and social and personal norms 
related to sustainable consumption may work 
to encourage consumers who have little or no 
interest in pro-environmental   behavior to 
show certain behaviors. The message in 
advertising and product packaging can 
communicate well the functional benefits, 
emotions, needs, social values, and personal 
obligations for present and future generations 
as well as one's family and community. Such 
marketing campaigns and product 
information might be effective in encouraging 
awareness and attention to the environment, 
which in turn will encourage consumers who 
have a low interest in pro-environmental   
behavior to use pro-environmental   products. 
 
CONCLUSION  
 
The results of this study can be concluded 
that, citizens who are pro-environmental   
have a degree of cognitive attitude (H1a), 
affective attitude (H1b), social norms (H1c), 
and personal norms (H1d) that are higher 
than residents who are apathetic towards the 
environment. One's intention to buy green 
products is influenced by perceptions, beliefs, 
and stereotypes that individuals have about 
something (H2), their character and behavior 
such as feelings, interests, attitudes, 
emotions, and values (H3). Meanwhile 
someone's intention to buy green products is 
not at all influenced by others (although 
highly respected) (H4). Pro-environmental   
residents feel they have a strong personal 
obligation to protect the environment (H5). 
The limitation of this study is that it uses a 
questionnaire that was filled in by 
respondents themselves, where they were 
only asked for their activities and not on 
concrete actions that were pro-environmental  
. The data is cross section, so it has not been 
able to show the attitudes and behaviors and 
norms of respondents who are sustainable. 
Another weakness is the limitation of pro-
environmental   activities, which is the activity 
of buying green products and recycling. In 
addition, respondents were also in three 
cities that were close together and had more 
or less similar cultures. 
Suggestion for future research, a direct 
observation study on the respondent's 
behavior in the long run would be more 
appropriate to use. Thus, the data used will 
be more appropriate to use time series. In the 
long term observation will be able to find real 
pro-environmental   activities from residents 
who are not just interested in buying green 
products or recycling, but also other pro-
environmental activities that are often carried 
out by the community. Then it would be better 
if endeavored so that respondents have 
diverse patterns in beliefs, attitudes, norms, 
roles, and behavior. So, in general has a 
diverse character of psychology, behavior, 
structure, and institutions, not grouping on 
one cultural root (Seock & Lin, 2011). In 
addition, the model in this study explains that 
51.6 percent of pro-environmental behavior is 
influenced by personal norms, social norms, 
cognitive attitudes, and affective attitudes. 
This shows that there are still some other 
psychological variables that also influence 
pro-environmental   behavior, for example 
perceived behavioral control and social 
identity (Fielding et al, 2008). 
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